Just four years away 
from the next. 
Olympic Games in 
Tokyo, the Japanese 
team has performed. 
excellently in Rio, coming 6th on the 
medal table. This was much better than 
in London where they only achieved 
Tth place, ог in Beijing in 2008 when 
they ranked 8th. 


Cover : Sakurai Shinya is preparing tea at his cafe Sakurai 


Baisen Kenkyujo - Picture : Jérémie Souteyrat. 


IN THE EYE OF ERIC RECHSTEINER 


Mita district, Tokyo 


For those living in the Japanese capital, the summer can be unbearable. The temperatures are high and 
the city is hot and stuffy. Even the way some people walk gives an indication of just how unpleasant this 
season is. For some years the Japanese authorities have encouraged workers to swap their suits for lighter 
clothing, while some places have installed giant water misters to freshen the atmosphere. 


сити A painful 
separation 


Since 1988, the five members of SMAP 
Sports and Music Assemble People), one 
of Japan's most famous pop bands, have 
sold 35 million records and have been in 
the media limelight like few other band: 
ever before 


So the announcement on the 


14th of August that they are to split up 
was devastating. There had been 
rumours flying around for months, but 
when the news was confirmed the whole 


country sank into a state of gloom 


миск New reactor to 
be reactivated 

Suspended in April 2011 for a routine 
safety inspection, the No. 3 reactor at 
Itaka nuclear plant located on Shikoku 
Island could not be reactivated as first 
intended because of the introduction 
of new safety regulations following 
the disaster at Fukushima. The reactor 
was eventually reactivated in mid- 
August, to the dismay of protesters 
stressing the existence of seismic faults 
in the vicinity. 


‘The taste of aui 


В Minamoto Kitchoan 


Lj 
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ses Bad days for the fishermen 


Despite concerted attempts to revive 
production, the fishing industry still faces 
setbacks. 


in minerals, sea squirts, or ‘sea pineapples’ 
as they are called in Japan, get their name 
m their appearance. The preferred way 


to serve these delicacies of the sea is as sashimi ac- 
companied with sake, a speciality of the Sanriku 
region where Ishinomaki is located. However, this 
summer, a large quantity had to be discarded fol- 
lowing an embargo imposed in 2013 by South 
Korea, a huge sea pineapple importer. The situation 
is no better on a national level and if this crisis 
continues, there isa risk ofthe sea becoming conta- 
minated due to the rotting carcasses of all the 
squirts that have to be thrown back. Miyagi Pre- 
fecture's fishermen's union even decided to reject 
14,000 tons of sea squirts, just at the point they 
had returned to pre-tsunami production levels. 
Sea pineapples are specific to the Tohoku region 
and before the 2011 earthquake, the annual pro- 
duction here reached 14,000 tons. Miyagi Prefecture 
alone used to produce 8,000 tons in various places 
situated between Kesennuma and the north coast 
of the Ojika Peninsula, but the region around 
Ishinomaki is the largest area for the cultivation of 
sea pineapples. Before spring 2011, between 70 - 
80% of the sea pineapples cultivated here were ex- 
potted to South Korea, where they are eaten raw, 
grilled or used in kimchi and bibimbap recipes. 
The Korean interest in Japanese production goes 
back two decades, to when local Korean sea pi- 
neapples developed a disease that affected 10% of 
their yield. Imports from Japan were turned to, 
and in particular those from Ishinomaki. After re- 
maining stable for a long period of time, the price 
of sea pineapples started to rise over the course of a 
decade due to the increase in demand. The tsunami 
caused alot of damage to the cultivation equipment 
and most of the sea pineapples, as well as oysters, 


Since 2011, fishing has suffered a major crisis 


were decimated. Cultivation restarted thanks to 
financial support from the Ministry of Agriculture 
and from Miyagi Prefecture. Volunteers also helped 
the local fishermen- producers. Sea pineapple cul- 
tivation begins by attaching the larvae, which float 
in the water, onto oyster shells. However, all the 
equipment had been destroyed, alongside the egg- 
laying sea pineapples, and there was nota sufficient 
natural population to ensure renewed production, 
so the farmers had to proceed by breeding them 
artificially. Of course, the successful outcome of 
this operation relied on the prospect of the same 
level of exports to Korea as before the earthquake. 
By 2013, production had returned to previous 
levels, but then South Korea banned imports of 
Japanese sea food, notably from Tohoku. The 
official reason for this was the contamination of 
the sea by Fukushima Dai-ichi's nuclear power 
station, although no contamination by the power 
station has ever been proved. "They re only rumours. 
And it's sad that we are back at the situation we 
were facingin 2011," some fisherman say. Moreover, 
the tests that were undertaken by Japanese and 
Korean experts in December 2014 revealed an ab- 
sence, or very low levels of radiation, well below 


South Korea's strict requirements. 
As it seems unlikely South Korea will lift the 
embargo anytime soon, the prefecture’ fishermen's 
union has decided to throw itself into promoting 
domestic consumption to bring their market back 
upto 2014 and 2015 levels. Following this decision, 
the consumption of sea pineapples in Japan has 
risen from 2,000 tons before the earthquake to 
4,100 tons per year. However, thats till insufficient 
and most cultivated sea pineapples remain in the 
sea. The best time to harvest them is 3 to 4 years 
after implantation, but after 4 years, they start to 
lose their flavour. If sea pineapples are separated 
from their perch on an oyster and fall to the sea 
bed, as is the case during typhoons, they risk 
polluting the water. There is also a chronic lack of 
space to breed more sea pineapples. Taking all 
these factors into consideration, the union decided 
to throw a large number of these shellfish back 
into the sea. “We've tried everything to promote 
their consumption nationally and reach a profitable 
level. But some people still insist we lower the 
price, and that will lead to the collapse of the 
market,” says one local manager. 
Over 14,000 sea pineapples have had to be thrown 
back into the sea since July, in the ports of Onagawa, 
Minamisanriku and Ishinomaki itself They can be 
reprocessed as fertilizer, but administrative formalities 
have curtailed distribution to where it can be used, 
and the delay in finding a solution to the problem 
is jeopardizing the population conservation efforts. 
Local fisherman's unions and various other organi- 
zations insist that responsibility for the situation 
lies with Fukushima's nuclear power station and 
intend to ask for compensation from Tepco, the 
company that operates it. The fishermen who have 
been affected also hope to convince South Korea 
that they are all working to the same end, and are 
asking them to lift the embargo as soon as possible 
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In the shade of the tea leaves 


The Japanese really know how to enjoy tea, 
and cultivation knowledge gaincd gradually 


over time has become a truc art form. 


ow do you make your guests happy with 
H one sip of tea? He'd thought long and 

hard all his life to find the most pleasu- 
rable way of drinking it”. This passage from the 
novel Rikyu Ni Tazuneyo (Visiting Master 
Rikyu) by Yamamoto Kenichi conveys well the 
emotion that surrounds this beverage, around 
which the Japanese have built a whole art form in 
the tea ceremony (cha no yu) created by Sen no 
Rikyu. Despite the spiritual, almost religious aspect 
of preparing and drinking tea in Japan, we must 
not forget that consumption of this beverage only 
began recently. Although historians are starting 
to agree that tea was most probably introduced 
into Japan in the Nara period (710-794), most 
books on the subject claim that it was in 805, when 
the monk Saicho returned from China and 
brought back a tea plant, which he then planted 
in the gardens in Hiyoshi (Hiyoshi chaen) in Orsu, 
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Shiga Prefecture. Ten years later, after having tas- 
ted the beverage in a Buddhist temple, the Empe- 
ror Saga (786-842) gave the command to have the 
plant cultivated in the regions around Kyoto, and 
even in the capital where he lived. This is why tea 
plantations in this arca are still some of the most 
famous in the country. One of the places chosen 
was the town of Koka in Shiga Prefecture, where 
some of the best producers can be found. Yama- 
motoen (275-1 Kami Asamiya, Shigarakicho, 
Koka, www.yamamotoen.cojp) is one of them, 
and while strolling across their magnificent tea 
plantation, we are transported back in time. 

However, the Japanese population's first encoun- 
ter with tea did not immediately engender the 
popularity that it has today, as the way it was pre- 
pared originally produced a pungent smell that 
put many off. It was three centuries later when 
Eizai, another Buddhist monk who is credited 
with introducing the Rinzai sect of Zen Bud- 
dhism to Japan, brought over a different method 
of making tea from China and revolutionised 
peiple's reception of the beverage. Steaming the 


leaves before drying, then grinding them into a 
powder gave rise to matcha, which remains a 
favourite to this day. Around the same time, Eisai 
also published the Kissa yojoki (Treatise on the 
Preservation of Health through the Drinking of 
Tea) after having successfully treated the shogun 
with the help of this beverage. Nowadays the 
health and nutritional benefits from the active 


ingredients in tea are widely known. The generic 
term "green tea” covers many different varieties, 
(Including Yutaka midori, Okumidori, Asarsuyu, 
Kanaya midori, Benifuki, Yabukita, Sae midori, 
Sayama kaori, Oiwase and Goko), which give 
cach tea blend its own flavour depending on how 
it is prepared. In Japan green tea is not fermented, 
with the tea leaves heated (roasted in an oven or 
steamed) to prevent the fermentation process. 
This gives each variety its own particular character. 
and makes for intense moments of pleasure for. 
anyone who drinks a mouthful. Such a moment. 
goes beyond the satisfaction of just quenching 
one's thirst. 

Opara Маміна 


FOCUS 


FARMING Mr. Harima's winning gamble 


Choosing to go into organic farming 
was a game-changer for this farmer from 
Ujitawara. 


nder the blazing August sun, the deep 
U green of the tea plants contrasts with 
the lighter colours of the rice stems 
swaying gently in the breeze. Surrounding the 
village of Ujitawara, located to the south of 
Kyoto and close to the town of Uji, the fields of 
tea alternate with terraced rice fields. Tea plants 
ripple like waves over the sun-drenched slopes 
of the hills for as far as the eye can sec. 
Harima Yoshiyuki is a green tea producer. Stan 
ding among his fields he shares endless stories 


about the international delegations he has met. 


Mr. Harima is a role model for organic green tea 
cultivation in the region, and has hosted visits 
from observers from around thirty different coun 
tries at his factory perched on a nearby hill. He 
often travels abroad to attend seminars about 


organic farming, and this year was invited to Terra 


Madre Salone del Gusto, a large and internatio- 
nally recognized event dedicated to Slow Food, 
which will take place this September in Turin. 
“Unfortunately, I can't take part due to my 
mother's ill-health,” this 68-year-old man with 
the air of a university professor says regretfully 

Founded in 1858, his business, Harimaen, still 
produces tea under the prestigious label Uji-cha 
(tea from Uji). Imported from China in the 9th 
century, the custom of drinking this beverage 
started to take root from the 13th century, sprea 
ding from this particular region situated close 
to the former Japanese Imperial capital. 

The conditions in this mountainous area, with 
its well-drained soils, plentiful rain and contrast 
between day and night temperatures, create an 
ideal place for cultivating tea. Under the patro 
nage of Kyoto's aristocrats, the preparing and 
the drinking of this light-green powder became 


an are in itself, an essential part of Japanese cul- 
ture, Over time tea has become more than just 
a simple flavoured beverage, and in the streets of 
Uji you can find ice creams, all kinds of cakes 
and even beauty products containing matcha 
(green tea ground to a powder). 

Harima Yoshiyuki's initiative has given rise toa 
new craze for green tea, and there's more to it than 
just the history and reputation of Uji-cha. For 
several years now, there's been an upward curve 
to exports of green tea. They have increased by 
260% in the last decade, whereas domestic 
consumption has dropped dramatically. Foreign 
sales have been a shot in the arm for producers 
and several marketing campaigns have been laun- 


Harma Yoshiyuki is proud of his entirely organic green tea plantations. 


ched, both by private companies and the public 
sector. There was no question that tea produ 
or the Japanese government, would look this unex- 
pected gift horse in the mouth, but to reap the 
benefits, several conditions need to be met. 

"The biggest problem is the regulation of pesti- 
cides,” confesses Kiwayama Eiichi from the 


Kyoto green tea producer's business association. 
Contrary to the image Japanese cuisine has 
abroad for being natural and healthy, the per- 


mitted maximum residue level (MRL) for pes- 
ticides on farm produce is much higher in Japan 
than many other countries. Green tea is no excep- 
tion and one example is that the accepted levels 
for acetamiprid, a neo-nicotinoid insecticide, in 
tea are 600 units higher in Japan than the level 
authorized in Europe. In 2014, the environmen- 
tal group Act Beyond Trust detected а concen- 
tration of acetamiprid in green tea produced in 
the region around Kyoto that was well over > 
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A quarter of Mr. Harima's tea production is exported to destinations such as Europe, where he has obtained 


organic certification. 


D> the legal European threshold. Farmers have 
become aware of this issue and of its impact on 
exports. To comply, “some have different fields, 
which they treat according to foreign regulations,” 
Kiwayama Eiichi explains. 

‘That's why the idea of producing organic green 
tea has met with a lot of success, especially in the 
Uji region. Nevertheless, Harima Yoshiyuki 
didn't expect his initiative to have such an impact. 
His story goes back 30 years, to when he was only 
24. “Te was in the aftermath of a typhoon, and the 
weather was warm and beautiful,” he recalls. He 
has always loved sake, and had just had a drink 
with some friends before heading out to spray 
pesticide on his fields. However, he suddenly 
became dizzy and fell unconscious. At the hos- 
pital, his doctor explained that his sudden fainting 
spell was linked to his liver, telling him that "IF 
you wish to live along life, you either need to stop 
drinking or stop spraying pesticides”. From then 
on Harima Yoshiyuki chose to start farming orga- 
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good health for my 
and my customers who like to buy 


nically.“Ie’sa way of ensuring. 


employee: 
my produce,” he tells us. 
Ir was not an easy choice to make. The weather is 


very humid, which encourages insects to flourish 
ds to grow. "A lot of people didn’t unders- 
tand my ideas," he remembers. Back then, growing 
organic tea was unheard of, so much so that his 
neighbours asked him to stop because “it attracts 
deadly insects”. With the help ofa friend who was 
already growing tea without pesticides or chemical 
fertilisers, he started to farm organically, at first 
renting out fields owned by his father. For the first 


andw 


two years, the results were "catastrophic". It was 
only in the third year that he noticed a positive 
change. Without insecticides, 
"deadly insects” did return, but so did their pre- 
dators such as ladybirds, praying mantis and 
various spiders. The re-establishment of this natu- 
ral ecosystem helped boost production conside- 
rably. "From the third year, we noticed the harvest 


the infamous 


was much better than the last,” he remembers. He 
also noticed that farming organically was less 
costly, as he did not have to spend money on pes- 
ticides and herbicides. Insects were not the only 
creatures to return either. "Five or six years after 
starting to farm organically, fish that we thought 
had disappeared for good returned to the rivers,” 
Harima Yoshioyuki adds with a bright smile. 

In 2009 he received certification for organic food 
production from the European Union, following 
the advice of an Italian friend who wished to sell 
his tea in Italy. “Regulations to obtain certification 
were not as rigorous in Japan as in Europe back 
then,” says Mr. Harima, who wholeheartedly acce 
ted the proposal. He has became the first Japanese 
organic farmer to be recognized by the EU, and 


this has 


couraged numerous visits from those 
who wanted to observe his farming methods. “A 
lot of people come from abroad, but also Japanese 
farmers who are curious and want to learn from 
us,” he explains with a smile 

Те easy to understand the the farmers’ curiosity, 
as this certificate, proudly displayed on his web- 
ki make inroads 
into foreign markets, especially in Europe. Org: 


site, has helped Harima Yoshi 


nic farming appears to be a solution ro several 
problems facing local producers today: the drop 
in green tea drinking domestically, the regulations 
concerning pesticides and the increasing age of 
the farming population, 

Indeed, Harima Yoshi 
have come ata better time, After conquering the 
American market as the principal importer of 


yuki's initi ‘ould not 


Japanese green tea, his beverage has started to 


seduce the Old World. Appreciated for its posi- 
tive effects on health, such as anti-aging and stress 
relief, Japanese green tea has found g 
including in France. More and more Pati 


t success, 


cof- 


en tea. So 


fce shops offer drinks made with gr 
much so that a bar dedicated to products usi 
matcha powdered tea has opened its doors this 
spring in the French capital (see opposite). Des- 
pite some of the products that use green tea as an 
ingredient, such as cakes, still not being so wel 
known, this noticeable increase in consumption 


s to prove that Harima Yoshiyuki's gamble 
is paying off. Although he still says that “I would 
never have imagined that one day my tea would 
be exported to Europe”. 

Mr. Harima's recent commercial success has hel- 
ped him buy new fields that were abandoned when 
other farmers became too old to continue and had 
no one to take over, bringing his holdings to a 
total of 600 hectares of plantations, three times 
more than he initially started with before he went 
into organic farming. Mr. Harima has come a long 
way from when he had to convince his father as 


to the benefits of going organic and is more confi- 
dent than ever that he made the right decision 30 


years ago. YAGISHITA YUTA 


RETAIL А matter of taste 


Eleven years ago, Stéphane Danton 
went into business selling tea. It turned 
out to bea great adventure. 


ong-time readers of Zoom Japan already 
Le Japanese “tea merchant” Stephane 

Danton, as he was featured in our eighth 
issue. As it happen 
the triple disaster that crippled Tohoku and the 
Japanese economy in March 2011. Five years have 


passed since that interview and Danton's shop, 


he was interviewed just before 


Ocharaka, is not only still open but has recently 
moved from the Tokyo suburbs ro Nihonbashi, 


the city’s old trade and business centre. When we 


arrive at the new lo the basement of the 


tion 


new Coredo shopping complex, we're told that 
the ever-busy Danton has пос arrived yer, but we 
do meet Ocharaka's newest recruit, assistant ma 

nager Benoit Kara, who is in charge of explaining 
the intricacies of tea making and introducing the 


many kinds of tea the shop sells to its diverse 


clientele. Ocharaka is particularly famous for its 
original flavour creations, so we ask Mr. Kara to 
give us a crash course in Japanese tea. 

"Our stock of original blends can be divided into 
three groups: green tea, roasted tea and black tea" 
Kara ays. “All of them are made in Japan, including 
the black tea, which is pretty rare, as most local 


farmers only produce green 
"Each type of tea is combined with different Ва 
vours. Green tea, for example, goes very well 
with fruity flavours, from orange and lemon to 
peach, pear and strawberry. A very popular one 


right now is mandarin. Of course, the green tea 


base varies as well. We use a lot of mount: 
(Gifu Prefecture) and a different 
y from Kyushu in the south of Japan”. Ap 
parently there's only a slight difference between 
the two, but it's very important when it comes 
to mixing them with different flavours. Melon, 


n tea 


from Shirakaw 


vari 


for example, goes very well with green tea from 
the south because of ts sweetness, while tea from 
Shirakawa perfectly complements the bitterness 
of mandarin. “As they say in Japan, this tea is ro- 
nyaku nannyo, i.e. it appeals to men and women 
of all ages,” Kara explains. 

Moving on to hojicha or "roasted tea", we encounter 


avery diffe 


nt range of sweet flavours, such as ca- 
ramel, sweet potato, pumpkin or choco-banana, 
that go well with this blend’s stronger aroma. Even 
in this case, the tea base used varies according to 
the combination you want to make. The main 
difference here is between asa-iri — when you roast 


the green tea leaves for a short time - and fiuka-iri, 
when you roast them fora longer time. One good 
thing about hojicha is thar it is a very low-caffeine 


tea because its leaves have been roasted. So people 
who can't drink coffee can have, for instance, a 
cup of mocha-flavoured hojicha instead and enjoy 
a healthier drink that still keeps a coffee like aroma. 
Last but not least, there'sa small group of Japanese 
black teas. In general they are sw 
parable types of tea from India and Sri Lanka. 
Amongst the selection at Ocharaka you can find 
the always popular Early Grey, as well as white 


than com- 


peach and spicy tea that smells like gingerbread 


rocus @ 


They also have lychee which, rogether with mango 
and passion fruit, is particular popular with people 
from South-East Asia. 

To the right of the flavoured teas we find the 
regular “straight” green tea. On each box one can 
read all the important information about that va- 
riety, including the tea producing area, as well as 


of shibumi (sour or astringent taste) and 


umami. Kara's favourite tea is the one from Shi- 


Stéphane Danton has moved his shop to Nohonbashi, in the heart of the capital city. 
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Ocharaka has successfully encouraged its clientele, especially from abroad, to discover and appreciate green tea by offering them a variety of flavoured blends. 


rakawa and he never tires of recommending it to 
his customers. “Nor only isit excellent tea, they re 
among the very few producers who are trying to 
attract a foreign clientele,” Kara says. "Most local 
bout the Japanese market, 
bur these guys from Shirakawa are trying hard to 


tea producers only care a 


get their message through, even going so far as to 


translate detailed explanations of their tea's pro- 


pertics into other language 
Danton finally arrives. He is a veritable human 
dynamo who can never stand still and runs 
around the shop checking that everything is all 
right. He has a meeting on Skype scheduled in 
fif 
Zoom. "I source our tea from seven small farmers 


en minutes, but kindly takes time to talk to 


around Japan," he says. "The teas from the north 
of Japan (c.g. Saitama and Gifu prefectures) 
have a rather bitter edge, while the ones from 
the south (mainly from Kagoshima Prefecture) 
are sweeter. I don't go with the major producers, 
like the farms in Shizuoka, because they are very 
strict and I like to do things my way. I prefer to 
explore the market and discover new possibilities. 
Ies exactly the same approach I had in the past 
with wine, when I used to work as a sommelier. 
I like to know as much as possible about the tea 
I sell: who the farmers are, what the story is 
behind each tea. All my knowledge about tea 
doesn't come from the books; it comes from 
talking directly to the farmers”. 
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Being a tea seller — especially as a foreigner in 
Japan — is not easy, what with the nature of the 
market and the somewhat closed world of the 
local tea business, but Danton's love affair with 
tea has never been about money. “I could have had 
a much easier and more successful life if had kept 
to selling wine,” he says. "IFI'd opened a wine bar 
here, by now I'd be rich. Bur I felt this strong at- 
traction to tea, so I followed my gut feeling”. 
Having first opened his shop 11 years ago i 


Ki- 


joji, Danton accepted an invitation to move to 


central Tokyo and opened this new outlet in 
2014. “Starting out in 2005 was very hard, as 
nobody had faith in me,” he recalls. “Everybody 
here, the old timers and the insiders, expected me 
to fail, bur as you see, I'm still here. They found it 
unbelievable that I would mix green tea with dif- 
ferent flavours. They didn't understand that first- 
time customers from overseas find it hard to ap- 
preciate green tea. Flavoured tea, on the contrary, 
isa good way to attract new fans. They start with 
my original blends before moving on to pure high- 
grade green te: 


Kara explains that it was the same for him. When 
he first met Danton as a customer, he was into 
favoured tea (his favourite being choco-mint), 
but he later progressed to regular green tea. "Now 
L only drink flavoured tea for ‘fun',” he says. "I 
still like ita lot and all these flavours are very inte- 
resting, but now regular green tea is the real thing 


for me. Many people can't start their day without 
a cup of coffee in the morning, For me green tea 
does the same thing" 

In 2011, when Zoom first interviewed Danton, 
things were especially difficult, as he did not earn a 
penny for three to four months after the great 
earthquake and t 
had to pay the rent; I had to pay my employees 
and the cost ofall the tea I had bought just before. 


mi thar year. "Of course I 


the earthquake, 
able to survive. Other people were not so lucky” 
Danton's next step is to expand his operations 


7 he says. "Bur little by little, I was 


abroad. In fact, last October he opened a branch 
ingapore. "They couldn't be more diff 
from the Japanese,” he says. “In Singapore they re 
always looking out for new opportunities to do. 
business and make money. But in Japan, after 
body knows me, I 
still have some problems with the local industry 
- it's a dosed world. But I'm not working for 
them, I'm working for my customers, and as 
long as they are satisfied, everything's good” 

JEAN ОЕВОМЕ 
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11 years, even now that eve 


DPRACTICAL INFORMATION 


Ocharaka Coredo Muromachi, 2-2-1 Nihonbashi 
Muromachi, Chuo-ku, Tokyo 103-022 

Tel. 03-6262-1505 - www.ocharaka.co.jp 

Exit A6, Mitsukoshimae station, Ginza metro 
line. 
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ATMOSPHERE А taste of sweetness 


There's nothing like Japanese 
confectionary to accompany a cup of tea. 
Don't miss out on a visit to Higashiya 


alk about Japanese green tea and wagashi 
immediately come to mind. Afterall, these 


beautiful and exquisitely made traditional 
sweets complement the beverage perfectly. 
wagashi have been around for at least 300 years, and 
are now an important part of Japanese cuisine, local 
sweet-makers are always eager to experiment and 
try new approaches to the art of confectionary. One 
such innovator is self styled “lifestyle designer” Ogara 
Shinichiro. Starting out as an interior designer, 
Ogata has successfully branched out into product 
design (kitchenware and pottery) and the restaurant 
business, treating each activity as part of the same 
vision. “Using Japanese sensibilities and my own 
design philosophy as a base, my aim is to revitalize 
Japanese food culture, reinterpreting traditional in- 
gredients, treating food and tableware as a singh 
entity, and re-capturing the primeval act of'eating " 
(Ogata says. “My mission is to stimulate the evolution. 
of traditional Japanese things to keep them relevant 
to present-day life. In this regard, food and eating 
play a fundamental role because they are at the 
heart of Japanese culture". 

Asked why he was attracted to sweets, Ogata points 
to the long traditions of washoku (Japanese cuisine). 
“Eating isa daily activity thar is essential to our well 
being, At the same time, washoku is famous for 
using seasonal ingredients and taking extra care in 
"food design". All these things can be found in 
confectionary too. On the other hand, I realized 
that the old way of sweet-making didn't reflect 
modern life anymore, and there was still room for 
change”. Ogata admits that changing the centuries 
old Japanese confectionary tradition was a real chal- 
lenge. “Until now, you had two main approaches 
to wagashi culture. On one hand, the stylish, 
dignified shops with a long history of making sweets 
for important ceremonies and family events; on 
the other hand, the humble neighbourhood store 
selling dango (dumplings made with rice flour, co- 
vered in a variety of seasonings and served on a 
skewer) and other cheap sweets. Recently, though, 
most people have begun to regard western sweets 
asthe norm, and only buy wagashi for special occa- 
sions. My aim was to combine the best ofboth and 
adapt the wagashi tradition to suit the present day”. 
Ogata believes that he has probably succeeded 
because he is an outsider and was able to think out 
of the box, doing things an insider would never 
dare to do. “After all, I don't even make the sweets 
myself,” he says, “But that doesn't matter either. 
Tm like an architect who comes up with a project 


and then asks the carpenters to actually build a 
house. And speaking of architecture and design, 1 
believe that in order to innovate you need to create 
anew environment. That's why I opened a number 
of restaurants, shops and tea bars". 

Arguably the most famous of Ogata's creations is 
Higashiya, a ‘modern tea room’ whose interior is 
carly influenced by a traditional aesthetic sense, 
free from unnecessary decoration. Located on Chuo- 
dori, che main street in the upmarket Ginza istrict, 
inthe same buildings renowned cosmetics emporium 
Pola, here you can choose from among 30 types of 
Japanese tea, from elegant marcha to the stronger 
gyokuro tea. However, people are especially attracted 
to the wide range of delicious-looking sweets. Hi- 
gashiya's selection of what Ogata calls ‘everyday 
sweets is carefully balanced between old favourites 
and original creations (all inspired by regional spe- 
cialties), and there is always something new to 
discover, like a green tea-flavoured blancmange (a 
soft cooked pudding) or a special monaka made of 
two black and white wafer cakes filled with bean 
paste and flavoured with spices such as cinnamon, 
doves or cardamom. 

(Ogata is especially famous for creating what he has 
christened hitokuchi-gashi (bite-sized sweets) and 
asi-namagashi (freshly made sweets), smaller, orga- 
nically shaped variations of traditional creations, 
offen filled with surprising ingredients that go well 
beyond the usual red-bean paste. “You can find de- 
licious manju and daifuku (rice cake stuffed with 
bean jam) in many places. Bur for me, traditional 
sweets don't really fit in with our life and times,” 
(Ogata says. “What would Japanese sweets have to 
be like today? The key, in my opinion, is thei size 
Ifyou want to change the perception of food, you 
have to change its size. Once the size changes, the 
taste changes as well. This is how my sweets came 


Higashiya is a unique place where you can enjoy original Japanese confectionary. 


и 3 


into being, as a slightly smaller version of the 
traditional Japanese cakes. Too big, and they don't 
look good; too small and they lack impact. They 
have to be the right size to suit contemporary eyes 
and taste buds". 

Even though Higashiya's teas are often outshone 
by the shops sweets, they do play an important 
role in the wagashi experience, Ogata explains 
that in order to create a new style of tea, he had all 
his equipment custom-made. “Measuring cups 
and mixing glasses are made of white porcelain 
for serving delicious tea and sake, and for making 
the procedure look beautiful,” he explains. "As a 
matter of course, the tea utensils are carefully 
chosen as 
feel in the hand, on the lips, and its texture and 
weight. As the body uses all five senses to relish 
what is being served, they should be aroused by 
the most appropriate dishes”. 

Once a great admirer of western design, Ogata has 
become a staunch defender of Japanese culture. 
“When I was young and didn't know much about 
the world, I longed for western design. However, I 
later realized that the most amazing cultural things 
were actually those around me at home, not those 
from overseas. In the past, Japanese culture has 
continually influenced western culture and art, 
and even now itis indispensable in a world seeking 
balance between mankind and nature. I continually 
strive to express this in my own way, through food, 
tableware and space". J.D. 


Тһе vessel makes the taste — its 


DPRACTICAL INFORMATION 


Higashiya 52F Pola Ginza Bldg. 1-7-7 Ginza, Chuo- 
ku, Tokyo 104-0061 - tel. 03-3538-3230- 
www.higashiya.com - 

Open Tuesday to Saturday from 11.00 to 22.00 
and Sunday from 11.00 to 19.00. 
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тате New approach to an old tradition 


rie Souteya for Zoom japan 


Sakurai Shinya, a lover of green tea, 
encourages his clients to rediscover the 
traditions surrounding this beverage. 


Japan these days. Take sumo, for instance 

It may still officially be the country's na- 
tional spore, but it has long been replaced in 
the popular consciousness by baseball and foot- 
ball. The same thing can be said about green 
tea. For many westerners, Japan's national non- 
alcoholic drink may be one of the staples of 
washoku (traditional Japanese cuisine), but like 
sumo, it has been eclipsed by a couple of foreign 


| с hard to be a traditional cultural asset in 


imports: English tea and coffee. You can see 
tea and coffee shops on every corner, but trying 
to find a place specializing in Japanese tea is 
akin to a treasure hunt. Luckily for ryokucha 
fans, tea master Sakurai Shinya has recently 
moved his shop, Souen, to central Tokyo, smack 
in the middle of trendy Minami Aoyama, and 
Zoom Japan didn't waste the opportunity to 


check out the new location. 
Originally a bartender, Sakurai became enamoured 
wich tea while working as the manager of designer 
Ogata Shinichiro's tea shop, Higashiya (see 
p. 11) and restaurant, Yakumo Saryo. "Besides 
learning about Japanese cuisine and sweets, I 


got to know the many different tea selections,” 
Sakurai says. “I was amazed by the depth and 
variety of flavours, and began to appreciate the 
hard work and patience that goes into this tra- 
dition. It took me 12 years to master the art 
and craft of tea-making” 

In 2014, Sakurai decided to go solo and opencd 
Souen in Nishi Azabu, before moving to Minami 
Aoyama this July. Over the years Sakurai has 
developed what can best be defined as a tea ce- 
remony for modern times. His model and ins: 
piration is Baisao, an Edo-period Buddhist 
monk who became famous for popularizing 
green tea and taking the rigid, formalized tea 
ceremony out of the rarified world of the aris- 
tocracy and literally into the streets. In the 


SakusAi Shinya makes use of his experience as a bartender to explore new ways of preparing tea. 
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process he replaced matcha (powdered green 
tea) with sencha (whole tea leaves) 

Following in Baisao’s evolutionary steps, Sakurai 
doesn’t sit on tatami mats but works behind a 
counter, preparing tea by mixing traditional ri- 
tuals with a bartender's moves. He first checks 
the temperature of the water before pouring it 
from cup to cup to cool it down, In this way he 
achieves the lower temperature necessary to 
best prepare our choice of tea, gyokuro. Its 
name means "jewel dew" and, as that would 
suggest, it this is one of the highest grades of Ja- 
panese tea. Unlike standard sencha, gyokuro is 
grown in the shade, which gives it a unique, re- 
fined flavour, less bitter than teas grown in e 
posed locations and full of umami. Sakurai 
makes three different infusions, cach one a little 


milder than the last, and serves the third one as 
an iced cocktail (again, here's his bartender trai- 
ning kicking in) with an infusion of shiso and 
lime. At Souen you can even enjoy stronger 
drinks, such as Sakurai's original tea-infused 


rum and vodka. 
"With Souen, I'm trying a new take on the Ja- 
panese tea tradition, and trying to introduce 
tea to as many people as possible,” Sakurai says. 
"Souen's other name is Sakurai Baisen Kenkyujo, 
which literally means Sakurai Rosted Tea La- 
boratory, although the official English name is 
the more refined Sakurai Japanese Tea Expe- 
rience. In fact we specialize in hojicha (roasted 
tea), but with an added twist of our own. We 
roast the tea leaves ourselves, a little bit like 
coffee, then we blend them with different Ja- 
panese herbs and fruits, such as yuzu (an Asian 
citrus fruit), sansho (Japanese pepper) and shiso 
(aculinary plant belonging to the mint family), 


in order to convey something of Japan's four 


distinct seasons". 
Hojicha itself is a simple, unassuming drink 
that's very adaptable, and Sakurai has thoroughly 
exploited its characteristics by producing light, 
medium and full roasts, all of which have 
differing ratios of tea leaves to stalks. Particularly 
interesting is the tencha kuki hojicha (hojicha 
made with sweet tea stalks). The tencha leaves 
= the same leaves which are typically used to 


lly 


make matcha — are roasted and then care! 


brewed ata relatively low temperature, resul 


in a tea with a unique sweetness. 
When asked to expl 
his life to Japanese tea, Sakurai says that tea 
makingis an important aspect of Japanese cultu 
and he wants people to enjoy it to the fullest. 
"Drinking tea is something that people in Japan 
take for granted because it is an everyday expe 
nce. We grow up sceing our mothers making 
; bur we don't really understand tea culture's 


in why he decided to devote 


ri 
D 


many nuances. It’s only when you begin to delve 
deeply into it that you discover its history and 
tradition, and the different ways in which you 
can actually make tea. For example, you can 
actually get very different flavours depending on 
water temperature and the different ways of 
pouring water into the pot. Nowadays you ca 
get your tea in many different ways, including in 
plastic bottles sold in supermarkets and conve- 
n 

hasn't changed over the centuries. Му first goal 
is to educate people about what makes really 
good tea. Th 
to teach them about the equipment they can use 
to make good tea, and how to select their favourite 
blends”. 

So here's what the tea master told us about how 
best to enjoy a cup of tea 


ence stores, but the basic way to make tea 


if they're really interested, I like 


© When you buy tea, ideally you should use it 
within two weeks after opening the package — 
one month at the most. Tea leaves are very 
sensitive to light and heat, so you should put 
them into an airtight container and keep it in a 


Sakurai moved to the fashionable district of Minami Aoyama in July. 


cool dark place. The tea leaves absorb other 
aromas as well, so you shouldn't keep them next 
to strong-smelling products. 

© There аге many different kinds of tea, and 
they all differ depending on the region they 
were grown in. However, there are no rules for 
choosing one type over another, it depends 
mainly on your personal taste. When you are in 
doubr, tell the people at the shop about your 
preferences and budget, and they will help you 
choose what is best for you. If, for example, you 
want to pair your tea with food, generally speaking 
ryokucha goes very well with hors d'oeuvres, 
while bancha (a coarse variety of Japanese tea) 
works best with a meat or fish-based main dish 


His ambition is to introduce his clients to different ways of drinking tea. 


Even the same tea can taste different dey 


nding 
on the way you make it, particularly the water 
temperature hot water (around 90 degrees) 
brings out a bitter edge to your tea (ideal if you 
need something strong in the morning). So if 
you like a milder, sweeter taste you should keep 
the water temperature at around 70-80 degrees. 


J.D. 


DPRACTICAL INFORMATION 


Sakurai Baisen Kenkyujo SF Spiral Bldg. 5-6-23 
Minami Aoyama, Minato-ku, Tokyo 107-0062 - 
tel. 03-6451-1539 - www.sakurak-teajp - 
Open Monday to Friday from 11.00 to 23.00. 
Exit B1 Omotesando station. 
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воок The ВіЫе for train travel іп Јарап 


Nothing beats traveling around Japan by 
train, and there's nothing better than a 
good guidebook to avoid getting lost. 
E visiting Japan, one of the biggest fears is 
being unable to travel around due to difficulty 
with the language or the complexity of the transport 
network. However, there’s no need for them to be 
worried, as directions are given in at least in three 
different languages (English, Chinese and Korean) 
on many trains, and there is an amazing tool at 
their disposal: the guidebook "Japan by Rail”. Since 
2002, this guidebook has become an indispensable 
reference for British travellers who wish to journey 
across the archipelago and discover its great diver- 
sity. 
Unlike traditional guidebooks such as Lonely Planer, 
which resemble a catalogue of sightsecing marvels, 
the recently published fourth edition of this guide- 
book acts as a travelling companion for tourists 
throughout their journey, while guiding them in 
the right direction. As из title indicates, the aim of 
this rather weighty book (with over 500 pages) is 
to encourage us to take the train. In fact, its the 
best way to travel and immerse oneselfin the daily 
life of che Japanese, who use the train san essential 
way to get around a all times. The train isa symbol 
of Japanese efficiency. Its legendary punctuality still 
a reality, with the train connec- 
tions are perfectly synchronized, 
even when operated by diffe- 
rent companies. 
All in all, everything seems 
to point to the fact that the 
train should be your main 


PREFERENCES 
Japan by rail, by Ramsey Zarifeh 


or many ofthe tourists who are increasingly 


Udagawa, 4th Edition, Trailblazer, £16.99 


Only the train can give you the chance to discover Japan from inside. 


mode of transport on your next holiday in the ar- 
chipelago. This fourth, completely up-to-date 
edition lists all recent developments, such as the 
extensions to the high speed train lines from Но- 
kuriku со Kanazawa, ensuring it only takes 2830 
to reach the north from Tokyo, or the grand 
‘opening of the Shin-Aomori and Shin-Hakodate- 
Hokuto in Hokkaido, the prelude to the great 
changes that mean Sapporo will only be 6 hours 
away from the capital. Of course, this allows one 
to take advantage and travel to these regions that 
were previously accesible by train, bu still considered 
too far away to makea detour. From now on there 
will be no excuse not to visit them. There will also 
be lots to do when you get there too, as Ramsey 
Zarifeh and Anna Udagawa's guidebook contains 
all the essential information to make the most of 
the very many tourist sites around Japan. They 
provide all the information you need to choose 


your next destination, broken down for each region 
and major city, and the concise down-to-earth 
details about each place are easy ro understand. 
Japan by Rail в itselfan invitation to travel, as it's 
set out as a succession of journeys that can be 
followed on a map, with distances marked in kilo- 
metres and names in their Japanese format, a new 
addition which is useful if you need to ask a local 
the way. The only slight criticism that could be 
made about this guidebook isthe lack of references 
to one of the big draws of Japanese trains: the 
food. There area few lines on ekiben (boxed bento 
meals) on page 102, but it would have been useful 
to add some information for each journey about 
where the best ekiben are sold in the stations or on 
board the train. We shouldn't forget that many 
Japanese choose to travel by train simply to dine 
while admiring the breath-taking landscape. 
ODAIRA NAMIHEI 


Domo's got the app 
You Should too! 


it’Stree! NHK 
WORLD 
= 


nhk.jp/nhkworld 
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Sida Memonutor Zoom Japan 


А band composed of the “ultimate Ше forms" with the body of a man but the head of a wolf. 


INTERVIEW Lupine rockers head abroad! 


We asked Man With A Mission, a 
Japanese rock band, about the appeal 
of playing abroad, especially in Europe. 


here is a band whose five members 
e said to be the results of an experiment 
by a mad scientist to create the ultimate 


life form, with the body of 
ofa wolf! Their name is “Man With A Mission”. 


man but the head 


Undeniably popular in their native Japan, this 


dedicated rock group are also moving vigorously 


into Europe, Asia and the USA on the strength 
of their meticulously crafted songs, their superior 
performing ability and the overwhelming energy 
of their live shows. Zoom Japan visited these 
mutant musicians a while back on the 4th of 
July when they were in London as part of their 
latest European tour, talking with guitarist and 
vocalist Jean-Ken Johnny, who is apparently the 
only band member who can speak Japanese! 


How did your performance last weekend in 


Finland go? 
When we heard that we would be appearing at 
the TUSKA festival (Scandinavia's largest metal 
festival) we were quite nervous about being on 
the bill in a line-up of hardcore heavy metal bands, 
but when we opened the lid on it, everything was 


ultimately a great success. We don't think of our 


music as all-out heavy metal or death metal, but 


there are certainly some similarities there. We 
gota really amazing reaction from the audience 


as well. 


І JP BOOKS _ 


JP BOOKS 


Try our Online Shop a 


http://shop.jpbooks.co.uk/en/ 


Japanese Learning, Books 
Manga, Comic, Magazine, Stationery 
Traveler's Notebook, CD, DVD, Gifts etc 


24-25 Denman Street, London WID 7HU U.K. 
Tel +44(0)20 7839 4839 Fax +44(0)20 7287 0903 


1 info@jpbooks.co.uk 


Open Mon-Sat 10:30~20:00 5ип11:00-18:00 www.jpbooks.co.uk 


Visit our stand at 


MCM Comic Con LONDON 
са 


28-30 October 2016 
www.mcmcomiccon.com 


JPT EUROPE LTD. - Trading as JP BOOKS 


Меси тиве 


pe 


Man With A Mission playing in the O2 Academy Islington, London. 


Lbelicve you have visited Europe many times in. 
the past, but when was the first time that you 
performed here? 

fears ago at Japan Expo in 2012. We 
iven the opportunity to perform in France 
for the first time back then. 


So after starting there and performing many fur- 
ther shows in Europe, how do you guys feel now 
about performing abroad? 

Nowadays the world is getting smaller and smaller 
because of the internet, and the opportunities for 
people outside of Japan to see our activities there 
have undoubtedly increased. However, I think that 
watching online has a completely different quality 


to actually having the audience come to a venue 


and experience your music directly in a live show. 
There is obviously a lot of physical distance between 
Japan and Europe and we cannot make it here all 
that often, so we are overjoyed when we sce that 
there are people who wait patiently and look for- 
ward to our visits despite chat. One of the reasons 


that we started making music in the first place was 
bec 
to опе country and can easily cross national borders. 


sc music is something that is not restricted 


Ir was only natural that our dream was to create 
music that would be loved around the world. I think 
that it is precisely because we cannot come here all 
that frequently that we value each and every oppor- 
tunity we have to perform in Europe, and we really 
do want to make sure that all our fans have a great 
time when they come to sce us. 


Youalso perform in America as well. What dif- 
ferences do you experience between Europe, 
America and Japan? 

Ifyou had to pick one or the other, I would say that 
Europe is actually closer to Japan. I would say that 
the biggest difference that we feel between playing. 
in Europe and in America is with the wa 
peans have such a broad acceptance of different 
styles and genres of music. I guess that on such a 
continent where m 


Euro- 


different nations live side 


by side, connected by land borders, there sa back- 
ground of no resistance to accepting and unders- 
tanding other countries cultures and in actual fact 
that is simply a normal part of everyday 
Europeans are open to intercultural exchange and 
I think in some sense you could say they uncons- 
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25:30 OCTOBER 2016 À Manga 4 


EXCEL 


Соміссом wwwincmcomiccon.c сом ки 


Free Morehly Magrome 


E 


Video Games 


Lum 


ciously do not put up defences against it. I really 
feel this in their attitude towards music too. It is 
kind of as you would expect that America is quite 
strict about the genre of rock band music. In the 
current era it is rare to sec anew style of sound come 
from a band there. On the other hand, when we 
switch our gaze to Europe we sce the kinds of major 
bands that had big success in the early 2000's, or 
even since the 90's, welcoming bands like us with 
an incredible warmth and goodwill. So I would say 
that it is Europe that has many more similarities 
with Japan. 


The lyrics to your songs vary tremendously, with 
some entirely in English, some entirely in Japa- 
nese and others still a mix of both. Do you 
consciously approach how you separate the two 
each time? 

Itis kind of natural that when we are making songs 
Japan and thinking abour our Japanese audience, 


we generally feel it best to go with Japanese in order 


to get the message we want across in the most direct 
way. Having said that though, what is most impor 
tant for us is which languages’ sound resonates best 
with the feel and atmosphere of the song in ques 


tion. Considi 


ing that the number of chances we 


get to do international performances has increased, 
and that English is the language that has the greatest 


international understanding, perhaps we should 


be thinking of basing our lyrics around English 
more. But when we are writing our songs we 
actually don't think too hard about these things 
and just decide on the language with a pretty free 
approach, 


In the future, how would you like to balance 
your activities in Japan with those abroad? 

Ithink we 
search for what balance works best for us right now. 


re still a the stage where we need to 


Having said that, what made us fall in love with 


music, and with rock music in particular, was ades- 


ire to make the kind of songs that would be loved 
all around the world in a natural way, so we would 
perhaps like to put effort into our international 


CULTURE 


activities more in terms of density than of time. 


So you value how music can cross the language 
barrier then? 

That's right. Of course, itis till possible to get our 
scuff from where we live in Japan out to the world 
through various means, but actually having fans 
come to see you and delivering it to them live is 
really what music is about. So we would like to keep 
on improving and be able to make our live expe- 


rience even deeper, stronger and more exciting. 


Finally, please could you give us a message for 
the readers of Zoom Japan? 
Weare very glad that Japanese culture and enter- 
tainment has already penetrated this far in the 
U.K. Nothing would make us happier than if we 
could use our music to do something that people. 
can enjoy here asa part of that. We will definitely 
be back here again, so let's stay friends! 

SATOMI HARA 


PSPECIAL GIFT 


CD gift for our readers. We are offering one 
lucky reader the chance to win Man With A 
Mission’s latest album: The World's on Fire on 
CD. To enter, send your name, address and 
what you think of Zoom Japan to 
prizedraw@zoomjapan.info 

with the subject as “Man With A Mission”. 
We hope to see lots of people entering! 
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19 Shaftesbury Ave, London W1D 7ED 
www.japancentre.com A. 


E 


A SPARKLING SAKE 
SENSATION 


P 


Available at Japan Centre, Rice Wine Shop. 
Hedonism taurants. 


Sep & Oct / London - www.princechatescinema.com. 


24th & 25th Sep / Cardiff, 15th Oct / Aberystwyth 
18th Oct / Swansea - www kotatsufestivalcom 


23rd Sep / London - www jpforg.uk 


Until 27th Sep / London - wwwjpforguk 


Until 16th Oct / Oxford - www.prm.ox.ac.uk 


17th Oct / London -wwwjpforguk 
Ath Oct- 4th Nov / London 
‘www london-kusabana-zu+apanese-artexhibition com 


21st Sep / London -www jpforg.uk 
3rd - 6th Oct | Various Nationwide -wwwjpurecordscom 


12th Oct / London -wwwjpurecordscom 
25th Sep / London -wwwjapanmatsuricom 


29th Sep / Twickenham- www aldforjapan.co.uk 
: Ex is 


8th Oct / London - www japansociety org.uk 
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EATING & DRI 


CERAMIC Artisans of 
Hagi, wagumi 


BIO 
Unit1.08 ОХО Tower Wharf, Bargehouse 
Street, London SE1 9PH U.K. 
Tel: +44(0)20-7928.1427 www.wagumi-j.com 
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TEA "Buddha" Sweet Herb Tea 


How can something this sweet have zero 

calories? What is this mysterious healthy 

tea that is 200 times sweeter than sugar? 
as “Buddha teas". The base ingredient is 


$: leaf of a particular Asian hydrangea 


called the jiaogulan (Gynostemma pentaphyl- 
lum), which is dried naturally. This herb is well 
known among practitioners of Buddhism for its 
medicinal properties, and so it is drunk on the 
Buddha's birthday to celebrate good health. Last 
year this tea was also presented to Queen Eliza- 
beth at her own birthday celebrations and was 
said to be extremely well received. 

As the name would suggest, the distinctive cha- 
racteristic of sweet herb tea is its intensely sweet 
flavour, said to be roughly 200 times sweeter than 
sugar. A satisfactory flavour can be gained from 


a mere three to four leaves, with the sweetness 


becoming stronger the longer they are left to 
brew. Usinga suitable amount of water you can 


weet herb teas are also sometimes known 


even make as much as 1.5 litres of tea in this way. 
Despite its sweetness however, the tea contains 
по sugars or calories at all, making it an ideal swec- 
tener to use in everyday cooking for diabetes suf- 
ferers. It is also relied upon fora myriad of other 
health benefits, such as easing of high blood pres- 
sure, the suppression of allergies and aiding intes- 
tinal function, 
"Buddha" tea is also caffeine free, so it can be 
given to children without worrying about the 
risk of obesity. The brand shown in the photo- 
graph here is made using especially fine jiaogulan. 
organically grown in northern Japan. Why not 
try this highly recommended health drink?! 
Еко STAINES 


CEO/Owner of ES Food Trading, 

Qualified tea master in the Omote-sen-ke & 
Ura-sen-ke traditions. Produces the highest 
‘quality range of matcha and other teas selling 
at Minamoto Kitchoan, Partridges and 
Selfridges. www.esfoodtrading.co.uk 


Em 


World recipes on a plate! 


cookbuzz.com is a brand new exciting website 
for all cookery lovers. From family recipes to 
professional dishes, you'll find ideas and inspiration 
galore with thousands of recipes at your fingertips. 


Come and join the party! 


dmm 
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EATING & DRINKING @ 


| have always loved hojicha, the rich, toasted brother to green tea. While most green teas are steamed, hojicha is 
slowly roasted until the tea leaves turn brown. Slightly smoky and mildly sweet, hojicha has much less caffeine in it 
than regular green tea. It’s the kind of tea you can happily drink after an evening aromatherapy treatment. To tell 
you the truth, my favourite use of hojicha as an ingredient for desserts has long been ice cream, but itis delicious in a 
muffin too, especially when baked alongside some nutty friends. Very easy to make, you won't make much mess in 
the kitchen and will have a lovely alternative to biscuits for your next afternoon tea. 


| 
( Hojicha milk (240ml): (© 2559 Pin Four | 
59 YAMAMOTOYAMA Hojcha ФУ teaspoon Salt | 
© 350 ak (© SSmi Vegetable ol 
Other ingredients: НГУ 
Ingredients @ 1009 Sugar © 1009 Cooked, Peeled and Roughly Chopped Ready to use Chestnuts 


| өл tablespoon Baking Powder 8/709 Roughly Chopped Walnuts 


Instructions (makes 10 muffins): 


T pren pe oen o 00C 

^ re 
ror atn na jc nd ince eet dr 
Te 

"м аана астана О ИД 
Pipe ana pa ie eatae 
ETRE ogi soln thal and si in eg 
ра Ч ts 
«Sito et ting powder tnd nagrin alg bont 2 

Mate tecti tm pec ont gr 


as well as the chestnuts and walnuts. Mix quickly and lightly with a fork 
until thoroughly moistened, but do not beat. The batter should be 
Sponsored by lumpy, so do not overamix to avoid heavy mains 


YAMAMOTOYAMA застало DELICIOUSLY 
Sozai Cooking School BALANCED 


Black Cod and мво 20% 
25th October 2016 18:30 (120 minutes) dacouni code 


VAR Recipe by Akemi Yokoyama at Sozai ZooM 
CoowING'SCO0L — Www.sozai.co.uk ар) 


Pair your sushi with a MangaJo, 
real brewed green tea and no 
odded sugar. 


www.mangajo.co.uk 
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Just as when staying in Japan, it's customary to wear the yukata throughout your stay at Yasuragi. 


TR? A Japanese week-end in Stockholm 


Zoom Japan will be taking you on a tour 
of Japan right here in Europe. Our first. 
stop is in Scandinavia. 


f there is one country in Europe that most 
resembles Japan, it's Sweden. Not only do 


Swedes have a similar relationship with nature 


as the Japanese, but Sweden is also famous for its 
design, just like Japan. The work of Japanese pot- 
ters is equal to the best that is produced by Swe- 
dish glass blowers and both groups of craftsmen 
religiously ensure that their respective tradi 


ns 
are maintained and perpetuated. Does this explain 
the merger between telecommunication brands 


Sony and Ericsson a few years ago, or why the 
Japanese authorities have closely studied the Swe- 
ng 
population? After a few days spent in Sweden, 


dish social system to help manage their own ag 


similarities with Japan become evident, and 
they've probably become more obvious over the 
past few years, with Japan's increasing interest in 
many European countries, including Sweden. 
However, unlike France, the U.K. and Italy, the 
three countries in which local editions of Zoom 
Japan are distributed, Sweden has not experienced 
the same craze for manga and anime. In 2003 the 
Scandinavian media groups Bonnier 
den) and Schibsted (rom Norway), came together 


to launch a Swedish version of Shonen Jump, the 


mon Lunds- 


leading Japanese manga magazine. 
trom confirms that it's a daring challenge for a 
somewhat limited market with a population of 


only 9 million. In 1992 Lundstrom was one of 


he oldest network of 


the founders of Manga 
Swedish manga fans. The two partners have also 
and 
but 
it has undeniably triggered the Swedes’ interest 
in Japan and its culture. 

Today, that interest manifests itselfin other ways. 


edited two other magazines: Manga Ма 


Shojo Stars. The venture only lasted 5 y 


One of the most surprising is Yasuragi, just 20 
minutes from Stockholm in Hoggarnsfjarden 


www.mybus-eürope.jp/myBusUK 
Tel. 020 7976 1191 


Flights & Transfers, Japan Кай Pas: 


Hotels & Ryokan, 


Tours & Sightseeing...and much more! 
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Bay. It’s the largest ryokan (Japanese inn) outside 
of Japan, bur this elegant building, designed by 
the Japanese architect Kasajima Yoji was initially 
built for other purposes. Sweden is a nation of 


social democracy and it was commissioned as a 


conference centre for LO, the main trade union 
confederation. However, with the economic crisis 
and a decline 


membership, the union decided 
to sell up. Inspired by Japan and its way of life, 
Lena Tryggstad transformed the building into 
a Japanese-style hotel in 1997, complete with 
Japanese baths. In 2006 it was taken over by Nor- 
dic Choice Hotels, one of Scandinavia's most 
important hotel groups, and Yasuragi continued 
its metamorphosis into a ryokan. The rooms are 
designed to look like some of Japan's best inns, 
and are equipped with wooden bathtubs. Wea- 
ring a yukata, a light cotton ki 
Japan while strolling around, is encouraged at 


ono worn in 


Yasuragi - and the guests even get to keep them! 
“Over a million of them have been given away 
since we opened,” 
Olophsdotter. 

“Iwas recently amused to see a senior official from 


says press-officer Kersti 


the Swedish army wearing our yukata whilst being 
she adds. 
Throughout their stay, everything is done to sur- 


interviewed at home,” 


round the guests in an environment where they 
can fully experience the Japanese way of life. For 
example, a short ‘lesson’ is given during which 
the art and behaviour of public bathing is explai- 
ned. The only difference to bathing in Japan is 
that they are expected to wear a swimsuit or 


shorts, which are provided by the hotel. Nu. 
is restricted to the big baths in each of the large 
bathrooms. One can also enjoy the rotenburo 
(outside baths) in true Japanese style. They over- 
look the extraordinary landscape and are a great 


?HOW TO GET THERE 


The easiest way is to catch a plane. It takes 
about 2h30 to fly from London to Stockholm, 
with low-cost flights from £50 to over £100 
with non-budget airlines. 


way to relax, feeling as though you've been tele- 
ported to the other side of the planet. Yasuragi's 
staff regularly travel to Japan to "soak up the qua- 
lity of service," says Ms. Olophsdotter. The hotel 
offers the guests a wide range of activities to help 
them become acquainted with Japanese culture, 
and the food is also of a very high quality. The 
large variety of Japanese dishes on the menu, 
sometimes accompanied with a Swedish sauce, 
will appeal to even the 
The planned opening of a sake bar will complete 
this experience for all the senses and will ensure 
that Yasuragi is on a par with the best ryokan in 
Japan. "Some people come for a day trip, but most 
guests stay a night or two. It's the best way to 
ys Olophsdotter. On leaving the hotel 
by a narrow path that leads to the little harbour 


оке delicate of palates. 


unwind,” 


of Hasseludden, from where you catch the boat 
back, you can take a little stroll through a “Japa- 
nese garden” that overlooks the Baltic Sea. 

A Japanese experience in Stockholm isn't limited 
to this beautiful ryokan however. You can pro- 
longit in one of the many restaurants that have 
opened in the Swedish capital. 
European cities, there are dozens of sushi bars that 


imilar to other 


TRAVEL ®© 


The rooms are equipped with wooden bathtubs. 


5 


www.kikurestaurant.co.uk 


17 Half Moon St. Mayfair, 
London WIJ 7BE 
Tel:0207 499 4208 


185 


) 17:30-22:300 
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ська Bernard tor Zoom apan 


Cabrel ernard tor Zoom papan 


Yanni 


It feels like being transported to a Japanese ryokan. 


are be: 


avoided. You should be wary of exotic 
names, such as Panda Sushi Bar or Sushi Bar Yin 
Yin. However, don’t hesitate to stop at Blue Light 
Yokohama. It's located in Sodermalm, Stockholm's 
bohemian district, and owes its name to Ishida 
Ayumi’ famous song, which was a hit in 1968. This 
restaurant offers simple but refreshing food remi- 
niscent of the best restaurants in Tokyo's popular 
districts. On Sundays they serve delicious ramen, 
suchas tonkotsu yuzu ramen for 155 Swedish kro- 
ner (£13). If you would prefer to enjoy this cuisine 
in one of the city's many parks, Blue Light Yoko- 
hama also sells bento for 95 Swedish kroner (£8.50). 
Another highly recommended place to eat Japanese 
cuisine in Stockholm is located in Ostermalm. 
Rakultur opened in what was previously a school, 


Sophisticated dishes, such as this chirashi zushi and matcha crumble, are served at Rakultur. 


and it has become onc of the city's major restau- 
rants It is managed by a team of Japanese, Chinese, 
Thai and Mongolian chefs, and displaysa mouth- 
watering menu offering numerous Japanese options. 
The main difference isin the ingredients, which 
are largely sourced locally. The fish, vegetables and 
condiments are Scandinavian, but their preparation 
is Japanese with a Thai or Chinese rwisc The food 
is sophisticated, but it's not the cheapest you can 
get. The portions are generous but you can stil 
expect to pay 175 Swedish kroner (£16) fora chi- 
rashi sushi or 70 Swedish kroner (£3) Бога temaki 
sushi - though both are quite d 


icious. 


P ADDRESSES 


Yasuragi 
Hamndalsvägen 6, 132 39 Saltsj-boo 

Tel. 08-747 61 00 - http://yasuragi.se/en/ 

To get there, take the Waxholmsbolager boat 
from Stromkajen to Hasseludden (25 minutes, 
£5). You can also travel by bus from Slussen. Bus 
444 to Orminge C, then change to the 417 to 
Hamndalsvagen. 

Blue Light Yokohama 
Asogatan 170, 116 32 Stockholm 

Tel. 08 64 46 800 - www.biuelightyokohama.com 
Open Tuesday to Friday 11.30-14.00 and 
17.00-22.00, Saturday 12.00-22.00, Sunday 
17.00-21.00. 

Rakultur 

Kungstensgatan 2, 114 25 Stockholm 


Japanese culture can also be discovered in Stock- 
holm at regular exhibitions, such as one organized 
by the Ethnographic Muscum this summer, Great 
Japanese artists also often exhibit here, such as 
Kusama Yayoi at the Museum of Modern art 
(until September the 11th). Japan can even be 
found in the great writer August Strindberg's 
apartment; like many of his contemporaries at 
the start of 20th century, he showed great interest 
in Japanese art. There are many places in this 
most pleasant of European cities to immerse your- 
selfin all things Japanese. 


GABRIEL BERNARD 


Tel. 08-696 23 25 - www.rakultur.se 

Open Monday to Friday 11.30-14.00 and 
17.00-22.00, Saturday 12.00-16.00 and 
17.00-22.00. Closed on Sunday. 

Etnografiska Museet 

Djurgárdsbrunnsvägen 34, 115 27 Stockholm 
Tel. 010-456 12 99 - www.etnografiskamuseet.se 
Open Tuesday to Sunday 11.00-17.00 (20.00 on 
Wednesday) 

Moderna Museet 

Skeppsholmen, 111 49 Stockholm 

Tel. 08-520 235 00 - www.modernamusest.se 
Open Tuesday to Sunday 10.00-18.00 (20.00 on 
Tuesday) 

Strindbergsmuseet 

Drottninggatan 85, 111 60 Stockholm 

Tel. 08-411 53 54 - wwwstrindbergsmuseet.se 
Open Tuesday to Sunday 12.00 - 16.00. 


Рта QU PREPARATION 


STUDENTS SUPPORT 
A ORHNTATION OFFIC 
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www.sng.ac.jp 
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Jaltour 


The Japan Specialists 


Call now or visit our 
website to enjoy the 
Autumn leaves in Kyoto! 


oF $ 4 ; 3 oY 
TEL : 020 7850 4409 — Accredited SABTA 


www.jaltour.co.uk JATA ys АВТА No. w9398 RED 


EUROPE'S LARGEST SAKE & JAPANESE DRINKS TRADE SHOW 


SalonduSaké PREFECTURE 
&SalonDuSaké -一 一 一 一 一 一 一 


z en ovens, Pre. Án я codéme 
vni ZOOM IIR iTr; or y 
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This month's Omoshiroi yo NIHONGO! can be found on our website: www.zoomjapan.info 


At Home with Venetia in Kyoto 
Summer 2016 


njoy the blessings of Japan's warmest season 
with Venetia Stanley-Smith. 


Sat. 24 September 
11:10 / 18:10 


Prd: L kajyama 


Don't miss the spring edition of the series! Е ц? н 
Sun. 18 September ў WORLD 
12:10 / 19:10 - —— 


nhk.jp/nhkworld 


Available in the UK on: 


Some 
本 Also le via streamin 
Sky Guide W) Freesat © and ee NHK 


nhkjp/nhkworld 
ch 507 ch209 ees  IVPlayer 


